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 I 
摘  要 
近年来，随着互联网、云计算、大数据、物联网信息技术的飞速发展，中国
电子商务迎来了爆发式的增长。但是，由于在虚拟的、时空分离的互联网络上进
行商务活动时，人们无法有效识别在线交易的真实性、合法性，因此会降低人们
对可能存在的各种风险的有效防范从而导致电商中涌现出繁杂的负面问题，如假
货泛滥、虚假交易、合同欺诈、虚假促销等各种违法违规现象频发，由此，在学
界也掀起了电子商务环境下，关于信任与信用的研究热潮。 
本研究选择中国 B2C 电子商务企业为研究对象，围绕电子商务企业信用评
价这一基本问题，结合扎根理论的研究思想，综合运用规范研究方法，如：相关
文献与理论分析、专家访谈、案例研究、大样本统计分析以及模糊数学等，建立
了基于电子商务链的 B2C 电子商务企业信用评价体系，并逐层深入地探析了以
下四个逻辑相关的研究：（1）影响 B2C 电子商务企业信用的因素；（2）B2C
电子商务企业信用评价体系的指标构成；（3）B2C 电子商务企业信用评价体系
的完善机制；（4）B2C 电子商务企业信用评价体系应用。 
本研究最终得到如下 3 个主要的理论贡献：首先，剖析了信任与信用在电子
商务环境下两者之间的转化机制。本研究从信息经济学角度，对信任、信用进行
了界定，提出信任是信用的基础，消费者通过信息触发机制做出信任选择，电商
企业则通过消费者信任的累积与量化实现信用的提升；其次，对评价体系的研究
方法进行了完善与创新。已有研究在指标提取的合理性及科学性上存在漏洞，“直
接拿过来用”的现象十分突出，研究方法的不规范直接影响研究过程的合理性及
研究结果的科学性，本研究采用专家访谈与案例分析的方式对评价指标进行归纳、
聚焦，是一种以定性研究为主，定性与定量研究相结合的科学研究方法；第三，
提出了 B2C 电子商务企业信用评价体系完善机制。本研究结合专家访谈以及实
地调研，引入了激励机制和过滤机制，以完善信用评价体系；同时借鉴组织惯例
与组织匹配理论，尝试描绘了 B2C 电子商务企业信用评价体系优化路径。 
 
关键词：电子商务链；信用评价体系；扎根理论 
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Abstract 
In recent years, with the rapid development of Internet, cloud computing, big data 
and Internet of things, e-commerce grows explosively in China. However, people 
can’t effectively identify authenticity and legality of online transaction, which leads to 
many kinds of risk issues such as fake products, false transaction, contract fraud and 
false promotions. Therefore, credit has attracted attention of academia. 
This dissertation focuses on the basic problem of e-commerce enterprises’ credit 
evaluation system. According to grounded theory, other normative research methods 
of literature review and theoretical analysis, expert interview, case study, the methods 
of large sample statistical analysis and fuzzy mathematics, this dissertation develops a 
credit evaluation system for B2C e-commerce enterprises from the research 
perspective of electronic commerce chain. This dissertation deeply explores the 
following four logically related research questions step by step: first, what factors 
influence B2C e-commerce enterprises’ credit; second, what indicators compose B2C 
e-commerce enterprise credit evaluation system; third, what is the perfect mechanism 
of B2C e-commerce enterprises’ credit evaluation system; fourth, how to apply the 
B2C e-commerce enterprise credit evaluation system.  
And three main theoretical implications are as following: first, analyzing the 
transformation mechanism of between trust and credit in e-commerce environment. 
This dissertation defines trust and credit thoroughly from the perspective of 
information economics, which puts forward trust is the foundation of credit. A 
consumer makes a trusted choice through information trigger mechanism. 
E-commerce enterprises promote credit through accumulation of consumers’ trust; 
second, refining and improving the research method of credit system. There are 
loopholes in rationality and effectiveness of indicators extraction, the phenomenon of 
“bringing them to use directly” is very common, and the nonstandard research method 
can directly affect if the research result is scientific. This dissertation uses expert 
interview and case analysis to summarize and focus the evaluation indexes, which is 
truly realizing that is mainly qualitative combined with some quantitative methods; 
third, putting forward the perfect mechanism of B2C e-commerce enterprises’ credit 
evaluation system. This dissertation combines the expert interview and field 
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investigation, introduces incentive mechanism, filtering mechanism and optimization 
mechanism in order to improve B2C e-commerce enterprises’ credit evaluation 
system. At the same time, the theories of the organizational routines and 
organizational fit are introduced to provide theoretical basis for the dynamic 
optimization of the credit system developed in this dissertation. 
 
Keywords: E-commerce Chain; Credit Evaluation System; Grounded Theory 
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